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ABSTRACT 
The market for personal computers, particularly in the household segment, is burgeoning on account of 
the liberalization, privatization and globalization measures initiated by Government of India. 
Consequently competition to win over the PC market has intensified. This scenario has enhanced the need 
for understanding the adoption behavior of the personal computer which would enable marketers to 
arrive at strategies corresponding to the target markets socio, economic, political, cultural and 
competitive setting at the macro level and adopter-centered approach at the micro level. This study is 
based on the collection of primary data from 335 adopters of personal computers and 165 non-adopters. 
The study brings to light the adoption behavior of the PC, the influence of demographic variables, 
personality traits and attitude on adoption behavior, the reasons for non-adoption of PC and the 
difference in the adoption behavior among the different categories of adopters. Further the variables 
discriminating the adopters and non-adopters are brought into focus. The paper contributes to the 
knowledge base on adoption behavior that would serve as a backbone for formulation and 
implementation ofprofitable marketing strategy to augment the diffusion of PC. 
Keywords: Adoption, Behavior, Innovation, Personal Computers, Diffusion, Marketing strateg)'. Adopter, 
Influencing variables. Non-adopters. 
INTRODUCTION 
Thanks to the liberalization, privatization and globalization measures initiated by Government of India under its new 
economic policy regime, India is witnessing a boom in the market for the personal computer (PC). The demand for 
the PC is projected as high as 9.30 million units by 20I1-20I2'. The burgeoning market potential for personal 
computers, particularly in the household segment, is attracting the increased attention of global players. 
Consequently, competition to win over the PC market has intensified which necessitates marketing strategies to re-
enjpneer their strategies in order to remain competitive and sustain competitiveness. 
This scenario has enhanced the need for understanding the product adoption behavior that would enable the 
marketers to arrive at strategies corresponding to the target markets socio, economic, political, cultural and 
competitive setting at the macro level and adopter-centered approach at the micro level. Adoption is the decision of 
prospective buyer to become a regular user of the product. 
A diagnostic study in terms of the product adoption behavior will provide valuable input to the understanding of 
what, how, when, and why the prospective buyers adopt personal computers. Such an understanding would serve as 
a backbone for formulation and implementation of profitable marketing strategy to augment the diffusion of PC. 
Against this background, this study was conducted with the following broad objectives: 
• To study the behavior of consumers in the various stages of adoption process. 
• To analyze the influence of select demographic variables, personality traits and attitude on the adoption 
behavior. 
' "Market forecasts and Indicators. Emerging Markets in India 2002-12 the explosive decade?",Centre for Industrial 
Techno-Economic Services Private Limited, New Delhi, India, Feb 2002. 
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• To explore the differences in the adoption behavior among the different categories of adopters. 
• To discriminate between adopters and non-adopters of PC in terms of demographic variables, personality 
traits and attitude. 
• To study the barriers in the adoption of PC. 
• To offer suggestions to marketing strategists for framing strategies to win the market. 
METHODOLOGY 
This study assumes the characteristics of both exploratory and descriptive research. The study was based mainly on 
the primary data captured through a specially designed interview schedule. The interview schedule consists of five 
sections. The first section deals with question relating to the demographic profile of the respondents in terms of 
gender, age, education, income, occupation, family size, number of eaming members in the family and place of 
origin. 
The second section is aimed at identifying the attitude of the respondents towards the adoption of new product by 
using five point scaling technique. An inventory of fifteen statements is used for this purpose. This database is used 
to categorize the respondents' attitude into three categories viz., 'positive', 'negative' and 'neutral'. 
The third section deals with the profile of the product adopted by the respondents. The fourth section deals with 
questions relating to the adoption process, post-adoption behavior and the reasons for not adopting the products. The 
fifth section consists of set of 50 statements aimed at analyzing the personality traits of the respondents by using a 
five point scaling technique. 
The interview schedule was pretested using a select sample and based on the responses needful corrections were 
incorporated. Further the interview schedule was subjected to Cronbach Alpha reliability test. Thus the reliability, 
validity and accuracy and authenticity of the interview schedule was ensured. 
The convenient sampling method was adopted and the sample size constitutes of 335 respondents who have adopted 
a personal computer and 165 respondents who have not yet adopted a personal computer. The study was conducted 
at Coimbatore district in Tamilnadu, India. The statistical tools used include descriptive analysis, mean score chi-
square analysis, analysis of variance technique and discriminant analysis. 
DEVELOPMENTS 
A review of the literature pertaining to product adoption behavior reveals that such studies have been recognized in 
developed countries since 1960s onwards and since then it has been gaining momentum. The research fall into six 
main streams namely pre-adoption behavior, post adoption behavior, influences on adoption behavior, adopter 
categorization and adoption behavior and the adoption models. A few examples of studies carried out in the 
developed countries are mentioned below: 
Mary Dee Dickerson and James W Gentry (1983) in their study attempted to differentiate between adopters and non-
adopters of home computers. The diffusion of personal computer and video camera/recorder and the impact of 
expectations of future innovations were examined by Sultan Fareena (1987). Vijay Mahajan et.al (1990) in their 
study presented an analytical deviation needed to calculate the number and size of adopter categories. Meera P 
Venkatraman (1991) in her study isolates segments of consumers as cognitive and sensory innovators. In a cross-
national study Razzaque Mohamed Abdur (1994) explored the nation-specific influences on computer adoption 
within the home environment. Tony et.al (1994) examined older adults' attitude towards personal computers in 
general. Eva Martinez et.al (1998) in their study on adoption of various consumer durables focused on 
differentiating the behavior of different adopter categories. Jim Blythe (1999) focused on determining how differing 
groups of consumer view innovativeness especially for high-tech offerings. Mamik G Dekimpe et.al., (2000) 
investigated the global diffusion of technological innovation. Stacy Wood et.al (2002) in their smdy attempted to 
identify the Psychological indicators of innovation adoption. The role of economics, culmre and country 
innovativeness in international takeoff on new product is anlaysed by Gerald J.Tellis et.al (2003). Maria Saaksjarvi 
(2004) in her thesis examined consumer evaluation of hybrid innovations. 
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Ths: literature review reveals the fact that product adoption research studies are scarce in India. Further the need for 
the knowledge base pertaining to adoption behavior is increasingly being recognized by the marketers on account of 
its contribution to frame successful marketing strategies. 
DISCUSSION 
The following section deals with analysis and interpretation of data collected through interview schedule 
administered in the study area. Results of the findings are presented under various headings. 
Profile of the Respondents 
The demographic profile of the adopters of personal computers is shown in Table 1. 
The profile of the adopters reveals that majority (80%) are male. Regarding the age of the adopters 41.7 % of the 
aidopters are in the age group of 46 to 55 years, 22.4% are in the age group of 26 to 35 years, 20% are in the age 
group of 36 to 45 years, 9.9% are in the age group of less than 25 years and only 6% of the adopters are in the age 
group of above 55 years. 
With respect to educational status, 46.6% of adopters are graduates, 23.3% are post graduates, 14% have school 
level education, 13.7% have professional qualifications, 1.8% have other qualifications and 0.6% have informal 
education. 
Regarding income, 28% of the adopters have monthly family income of more than Rs.20,000. 25.4% of the adopters 
have a monthly income between Rs.10,001 to 15,000, for 23% the monthly income is between Rs.15,001 to 20,000, 
for 22.4% it is between Rs.5,001 to 10,000 and only 1.2% of adopters have a monthly family income of less than 
Rs.5000. 
Analysis of occupational status of the adopters reveals that 49.3% of adopters run their own business, 35.8% are 
employed, 6.9% are in professional service, 5% belong to other occupation not included in the above category and 
3% of adopters are involved in agriculture. 
With respect to family size, 50.7% of adopters have four family members, 25.1% have more than four family 
members, 20.9% have three family members and 3.3% of adopters have only two members in the family. 
Regarding number of earning members in the family, 53.1% of adopters have only one eaming member in the 
family, whi le 37.9% have two eaming members and only 9% of adopters have three eaming members in the family. 
Analysis of place of origin of adopters reveals that 54.6% of them originate from urban area, 31.3% originate from 
raral area while 14.1% of adopters originate from semi-urban area. 
Adoption Behavior 
This section explores the behavior of adopters in the various stages of adoption process. Analysis of the need for 
adoption of personal computers reveals that education is perceived as the most important need by majority of the 
adopters, followed by job related need, web-based services, entertainment, social status and other reasons. 
Nine infomiation sources were identified and the importance given to information source was ascertained by means 
of assigning ranks. Means score analysis reveals that majority of adopters have ranked existing users of the PC as 
the most important source of information, followed by friends/relatives/neighbors, family members, advertisement, 
showroom, sales person, sales letter and other sources. 
Adopters have identified television is ranked as most important media, followed by print media, outdoor 
advertisement and others. 
Analysis of the role of family members in information search reveals that the adopter has played the major role in 
information search followed by children, spouse, parents and others. 
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Mean score analysis shows that technical superiority is ranked as the most important product variable considered in 
the adoption decision followed by functional advantage, ease in operation, matching to need, price, observability, 
consistency, complexity and trailability. 
Respondents 
Variables Number % 
Gender 
Male 268 80.0 
Female 67 20.0 
Age 
Less than 25 years 33 9.9 
26-35 years 75 22.4 
36-45 years 67 20.0 
46-55 years 140 41.7 
Above 56 years 20 6.0 
Education 
Informal education 2 0.6 
School Level 47 14.0 
Graduation Level 156 46.6 
Post Graduation Level 78 23.3 
Profession qualification 46 13.7 
Others 6 1.8 
Monthly Income 
Less than 5,000 4 1.2 
5,001-10,000 75 22.4 
10,001-15,000 85 25.4 
15,001-20,000 77 23.0 
Above 20,000 94 28.0 
Nature of occupation 
Agriculture 10 3.0 
Business 165 493 
Employed 120 35.8 
Profession 23 6.9 
Others 17 5.0 
Family size 
Two 11 3.3 
Three 70 20.9 
Four 170 50.7 
Above Four 84 25.1 
Number of earning members 
One 178 53.1 
Two 127 37.9 
Three 30 9.0 
Place of origin 
Rural 105 31.3 
Semi-urban 47 14.1 
Urban 183 54.6 
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Table 1: Demographic Profile of the Respondents 
The market related variables were subjected to mean score analysis. Results reveal that availability of PC is ranked 
as the most important variable followed by brand image, corporate image, advertisement, competing products, 
special offer and sales person. 
Analysis of personal variables shows that expected benefit is ranked as the most important variable followed by 
per sonal belief, influence of family and influence of others. 
Various evaluation methods are used in the adoption decision. Analysis using mean score reveals that consultation 
with users is considered as the most significant method followed by consultation with product experts, observing the 
peiformance, trying the product themselves and consultation with sales persons. 
Analysis of the influence of family members in adoption decision reveals that adopter himself plays a naajor role in 
the adoption decision followed by children, spouse, parents and others. 
Level of satisfaction derived from the adoption of personal computer was analyzed using the descriptive analysis. 
Results show that majority (71%) of adopters are very much satisfied, whereas 23.3% of adopters are just satisfied, 
4.2% have expressed a neutral attitude, 0.9% are very much dissatisfied and 0.6% are dissatisfied with the adoption 
of Personal computer. 
What Influences the Adoption Behavior of Personal Computer? 
The following section reports the influence of demographic variables, personality traits and attitude on the select 
aspects of the product adoption behavior viz.. Importance to information sources. Importance to role of media, 
Importance to product related variables. Importance to market related variables. Importance to personal variables, 
Importance to method of evaluation and Level of satisfaction 
The demogi'aphic variables identified for the purpose of the study are gender, age, education, income, occupation, 
family size, number of earning members and place of origin. 
The major hypothesis formulated for this purpose is, 
HI: Demographic variables do not significantly influence the adoption behavior. 
Regarding personality traits, five traits viz., venturesome, respect, deliberate, skeptical and traditional is identified 
for the purpose of the study. The five personality traits are based on the ideal types advocated by Rogers and others. 
Ideal types are based on abstraction from empirical investigations and followed by notable personality researchers^. 
'Venturesome' refers to the desire of the adopters to try new and innovative product at the cost of risk. 'Respect' 
refers to the need for being regarded highly by others and also desire to play role model for others. 'Deliberate' refers 
to being purposeful and intentional. 'Skeptical' refers to the trait of exercising more caution and care. 'Traditional' 
refers to being suspicious to novelties and relying to a greater extent on the established practices. 
It is likely that all the traits might be present in all the individuals. However the magnitude of the presence of the 
traits might differ. Attempt has been made to identify the personality trait that is dominant among the adopters. For 
this purpose a personality inventory has been developed. The inventory consists of fifty statements, ten statements 
addressing each of the identified personality traits. Responses to the statements have been elicited on a five point 
scale. 
The personality trait 'venturesome' is medium in the case of 39.6% of adopters, high in the case of 31.4% of adopters 
and low in the case of 29% of adopters. The personality trait 'respect' is high in the case of 38.2% of adopters, low in 
the case of 35.2% of adopters and medium in the case of 38.2% adopters. Personality trait 'deliberate' is high in the 
case of 38.8% of adopters, low in the case of 31.6% of adopters and medium in the case of 29.6% adopters. The 
^ Flogers E.M, Difflision of Innovations. New York, The Free Press, 1995 , pp-263-267 
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personality trait 'skeptical' is low in the case of 37% of adopters, high in the case of 32.6% of adopters and medium 
in the case of 30.4% adopters. The personality trait 'traditional' is low in the case of 34.9% of adopters, medium in 
the case of 33.4% of adopters and high in the case of 31.7% adopters. 
In order to analyze the influence of the above said personality traits on the select aspects of adoption behavior 
mentioned above, the following hypothesis is postulated; 
H2: Personality traits have no significant influence on the product adoption behavior 
Attitude of the respondents towards new product adoption may have an impact on the produet adoption behavior. 
The attitude profile of the respondents has been identified by means of adminisfering a set of fifteen statements 
measured on a five point scale. The attitude statements are based on the attitude inventory generally practiced in 
social science research, modified fo the extent needed to meet the objectives of the study. Analysis reveals that 
38.5% have a 'neutral' attitude towards new product adoption. While 31.6% of adopters have a 'positive' attitude, 
29.9 % have 'negative' attitude towards new product adoption. 
The influence of attitude on the select aspects of adoption behavior is tested by means of chi-square analysis. In this 
context the major hypothesis postulated is ; 
H3: Attitude has no significant influence on the product adoption behavior 
The above hypothesis relating to demographic variables, personality traits and attitude is divided into several sub 
hypotheses and tested. The results are discussed below; 
Is the Importance Attached to Information Sources Influenced by the Variables? 
The information sources considered for the study are. Advertisement (AD),Show Room (SR),Sales Person (SP), 
Friends/Relatives/Neighbors (F/R/N), Family (FY), Sales Letter (SL), Users (UR) and Others (OT). The influence of 
demographic variables, personality traits and attitude on the importance given to information sources is analyzed by 
means of Chi-square test (5% significance level). The chi-square values are presented in the Table 1. Wherever there 
is a significant relationship, the cell value is highlighted. 
Variables\ 
Information source AD SR SP F/R/N FY SL UR OT 
Demographic Variables 
Gender [ 9.14 0.59 1.5 0.73 0.18 0.38 0.61 2.II 
Age 6.8 12.1 13 8.06 8.94 7.79 19.3 II.9 
Education 13 12.5 i 10 1 13.4 9.37 6.71 13 16 
Income 14 10.6 8 5.52 4.85 9.09 7.44 2.5 
Occupation 12 13.3 5.5 11.6 6.84 3.65 
Family size 2.2 7.35 6.36 5.43 2.16 7.98 4.04 
No of earning members 1.6 6.13 6.1 ; .16J,„ i 4.63 5.47 6.75 7.43 
Place of origin 5.8 2.55 2.3 5.57 3.07 10 4 2.47 1.3 
Personality Traits 
Venturesome f. 9.4 5.35 4.05 8.785 6.19 6.04 II.6 4.67 
Respect 1.43 6.94 0.84 5.831 5.5 3.35 8.76 2.42 
Deliberate 3.85 3.28 3.78 3.925 3.5 4.48 4.99 5.56 
Skeptical 0.95 3.25 2.78 1.653 5.22 2.25 10 1 5.75 
Traditional 6.68 2.96 7.03 12.5 ! -.06 5.10 3.28 2.65 
Attitude 2.89 2.36 4.033 0.93 3.73 7.41 3.48 1.41 
Table 2; Influence of Variables on Importance to Information Source 
The above table shows that in the case of the demographic variables. Gender of the adopter has a significant 
influence on the importance attached to information source advertisement, education and family size in the case of 
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salesperson, occupation in the case of friends/relatives/neighbors and others, number of earning members in the case 
of inends/relatives/neighbors and place of origin in the case of importance given to sales letters. 
FLegarding personality traits, the trait-venturesome has a significant influence on the importance given to 
advertisement. Skeptical in the case of users of the product, traditional in the case of ffiends/relatives/neighbors. 
The above table shows that Attitude and all other variables have no significant influence on the importance attached 
to the information sources. 
Do the Variables Influence the Importance to Media? 
The media considered for the study are Television, print, outdoor and others. The influence of demographic 
variables, personality trait and attitude on the importance attached to media is analyzed through Chi-square test and 
result is show below; 
t/i VariablesVMedia TV Outdoor Print Others 
Gender 4.443 0.026 2.154 4.91 
c3 > 
Age 8.937 4.69 13.67 
Education 4.35 4.84 14.544 
Income 12.614 7.616 5.505 6.91 
2 Occupation 8.169 8.615 6.443 6.358 ao o Family size 11.052 4.498 3.921 3.104 
S <D No of earning members 5.527 7.086 3.849 2.712 Q Place of origin 0.887 1.612 2.536 0.448 
Venturesome 7.333 1.462 
Respect 15 1.674 8.134 1.456 
ed Deliberate l. 9.222 0.674 4.098 3.144 o T! Skeptical 3.386 4.583 2.906 2.765 (U hd 
Cu H Traditional 2.014 6.339 7.786 0.232 
Attitude 8.846 5.304 4.901 1.086 
Table 3: Influence of Variables on Importance to Media 
The above table shows that the demographic variable, age, has a significant influence on importance attached to 
other media and education in the case of print media. 
The personality trait. Venturesome, has a significant influence on importance attached to outdoor and print media, 
Pei sonality trait- respect and deliberate in the case of Television. 
Atiitude and all other variables have no significant influence on the importance attached to the media. 
What Influences the Importance Attached to Product Variables? 
The product variables considered for the study are: Technical Superiority (TS), Price (PR), Functional Advantage 
(FA), Ease in Operation (BO), Consistency with Existing product (CE), Matching to the Need (MM), Complexity 
(CO), Trialability (TR) and Observability (OB). The influence of demographic variables, personality trait and 
attitude on the importance attached to product variables is analyzed through Chi-square test and result is shown in 
Table 4; 
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Variables\ 
Product variables TS PR FA EG CE MN CO TR OB 
Vi 
fO 
Gender 3.288 3.563 2.06 3.025 1.667 3.835 8.02 ".31 : ?4  
Age 7.587 4.539 9.791 7.774 12.18 15.63 4.998 8.903 
> Education 10.14 
7.975 9.52 11.64 .  -  ' /  14.41 10.11 4.761 4.713 
Income 7.768 10.97 12.8 1^.2 9.765 9.175 17.31 6.596 8.598 
Occupation 4.703 2.37 12.24 6.616 4.503 12.90 12.34 
Family size 5.342 5.939 9.98 3.262 2.365 4.377 ".'131 2.053 2.648 
GO O 
b (a 
No of earning 
members 1.664 2.137 5.84 5.067 
r- s 3.185 ! .f (' 1.762 4.551 
Q Place of origin 3.771 1.382 1143 3.108 1.486 3.878 22 X 4.919 4.057 
Venturesome 1.153 2.425 1196 6.141 3.538 IM 5.317 9.64 1.153 
Respect 6.759 2.279 3.27 5.377 4.053 6.455 6.794 5.517 6.759 
cd c „ Deliberate 3.038 'MS 8.07 3.043 2.076 3.872 ' 10.5. 2.019 3.038 o Skeptical 1.671 3.003 6.75 6.357 1.671 10.24 12,8. 7.679 1.671 tD t-( Cu H Traditional 6.486 0.925 6.702 5.648 2.011 7.366 14.0 10,6' 6.486 
Attitude 3.121 1.807 6.73 1.139 6.801 3.209 9.389 4.825 3.431 
Table 4: Influence on Importance to Product Variables 
The above table shows that the demographic variable, gender, has a significant influence on the importance attached 
to the product related variables-complexity, trialability and observability, age in the case of functional advantage, 
education and number of eaming members in the case of consistency with exiting products, income in the case of 
ease in operation and occupation in the case of technical superiority. 
The personality trait, Venturesome, has a significant influence on the importance attached to the product related 
variables - matching to need and trialability. Deliberate in the case of price and complexity, skeptical in the case of 
complexity and traditional in the case of both complexity and trailability. 
Attitude and all other variables have no significant influence on the importance attached to the product variables. 
What Influences the Importance Attached to Market Variables? 
The market related variables considered for the smdy are; Availability of the product (AV), Corporate image (CI), 
Brand image (Bl), Advertisement (AD), Sales Person (SP), Competing Products (CP) and Special Offers (SO). The 
influence of demographic variables, personality trait and attitude on the importance attached to market variables is 
analyzed through Chi-square test and result is shown below; 
Table 4 shows that the demographic variables, gender and age, have a significant influence on the importance 
attached to the market variable - brand image. Place of origin has a significant influence on the importance attached 
to corporate image, competing products and special offers. 
The personality trait, respect, has a significant influence on the importance given to the market variables -
availability and competing products, Deliberate and skeptical in the case of brand image. Skeptical and traditional in 
the case of both competing products and special offers. 
Attitude and all other variables have no significant influence on the importance attached to the market variables. 
What Influences the Importance Attached to Personal Variables? 
The personal variables considered for the study are; Expected benefit (EB), Influence of family (IF), Personal belief 
(PB) and Influence of others (lO). The influence of demographic variables, personality trait and attitude on the 
importance attached to personal variables is analyzed through Chi-square test and result is shown below; 
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Variables\ 
Market variables AV CI B1 AD SP CP SO 
Gender 1.363 0.049 1 7.058 0.663 1.355 2.521 3.588 
> 
Age 13.84 11.08 Ifi ti 7.934 3.431 7.447 7.165 
Eiducation 17.12 11.71 7.018 7.236 11.76 10.17 8.331 
'-H Income 8.109 8.547 5.943 14.84 7.759 8.661 6.811 
Occupation 4.697 14.57 7.661 7.155 14.91 11.85 4.695 
o family size 2.286 7.349 0.705 13.93 8.684 7.864 5.863 
h u Efo of eaming members 4.659 3.023 5.263 5.511 7.106 4.327 6.765 
U Place of origin 2.207 0.693 2.599 3.369 
V enturesome 6.144 4.724 7.711 6.296 0.926 7.641 4.318 
lEespect ') O'J 1.585 6.827 9.907 6.429 13.4 
cs c Deliberate 1.862 2.948 9.0 >6. 7.123 1.571 6.591 7.264 o 
Vh Skeptical 2.609 0.64" o,:'.4 6.633 4.703 15.56 9.27 i 
f- Traditional 7.018 4.615 2.227 3.176 2.028 1.1." 
Attitude 7.411 3.646 3.119 6.082 8.007 3.794 4 |03 
Table 5; Influence on Importance to Market variables 
oi 
VariablesV 
Personal variables EB IF PB lO 
i 
Gender 4.563 4.18 4.08 1 • • 
Age 6.538 20.282 5.75 5.7 > Education 3.012 11.7 11.4 5.56 
S Income 4.622 4.43 10.5 6.1 & Occupation 7.375 13.1 10.1 W) o Family size 10.75 1.6 5 .0  - 8  
B No of eaming members 7.321 16.1.^8 4.94 8.81 Q Place of origin 1.157 4.99 1.93 7.07 
Venturesome 5.066 1.59 7.97 3.77 
Respect 3.141 8.51 1 -0  10.3 
cd Deliberate 3.382 2.97 2.12 7.09 
Skeptical 4.557 7.43 10.8 'Of  
ft- H Traditional 2.525 3.71 • 10.1 4 i;: 
Attitude 2.833 6.818 3.381 2.917 
Table 6: Influence on Importance to Personal variables 
The above table shows that demographic variables, gender and family size, both have a significant influence on the 
importance attached to the personal variable- influence of others, age, occupation and number of eaming members 
in the family in the case of influence of family members. 
The personality traits, respect and skeptical, both have a significant influence on the importance attached to the 
personal vainables - personal belief and influence of others. Personality trait- traditional has a significant influence in 
the case of personal belief. 
Attitude and all other variables have no significant influence on the importance attached to the personal variables. 
What Influences the Importance Attached to Evaluation Method? 
The evaluation methods considered for the study are; Consultation with product experts (EX), Consultation with 
users of pro duct (UR), Consultation with sales persons (SP), Self trial (ST) and Observation (OB). The influence of 
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demographic variables, personality trait and attitude on the importance attached to method of evaluation is analyzed 
through Chi-square test and result is shown below; 
Variables\ EX US SP ST OB 
Evaluation method a> 
3 Gender 1.765 0.518 2.703 0.441 2.415 
•2 Age 14.78 12.9 4.158 6.622 22 41 
> Education 9.271 4.434 10.824 9.111 12.186 
o 
3 Income 5.853 4.444 6.611 4.848 4.716 
& 2 Occupation 8.559 5.539 13.657 2.677 8.525 
o Family size 3.741 5.512 4.648 4.617 8.842 
a o No of earning members 2.231 5.681 12 826 5.002 3.586 
Q Place of origin 1.525 6.729 3.792J 4.414 1.804 
Venturesome 8.508 1.861 1 1 061 2.503 4.055 
Respect 2.465 3.717 0.362 2.054 4.717 
Deliberate 8.224 6.718 2.531 I I . 9 4  7  4.308 O ^ CO Skeptical 3.386 11159 1.705 1.509 16.01 0) Pi H Traditional 4.729 1.447 1.921 7.289 22.227 
Attitude 5.755 1.082 0.879 3.011 3.641 
Table 7: Influence on Importance to Evaluation Method 
The above table shows that the demographic variable, age, has a significant influence on the importance attached to 
evaluation method - observation and number of eaming members in the case of consultation with sales person. 
The personality trait. Venturesome, has a significant influence on the importance attached to evaluation method -
consultation with sales person, deliberate in the case of self trial and skeptical in the case of both consultation with 
existing user and observation. 
Attitude and all other variables have no significant influence on the importance attached to the personal variables. 
Level of Satisfaction: Is it influenced by Variables? 
The influence of demographic variables, personality trait and attitude on the level of satisfaction is analyzed through 
Chi-square test. In the case of demographic variable - number of eaming members - has a significant influence on 
the level of satisfaction with regard to the adoption of personal computers. Both personality traits and attitude have 
no significant influence on the level of satisfaction. 
Adopter Categories Vs Adoption Behavior 
Adoption of a personal computer takes place at different zone of time scale. Based on the time of adoption, adopters 
are categorized as innovator, early adopter, early majority, late majority and laggards. This approach is similar to the 
approach practiced by product adoption behavior researchers across the world. Notable researchers include Rogers 
and others. 
The study reveals that 43.3% of respondents belong to the category of late majority, 25.1% are laggards, 12.8% are 
early majority, 11.6% are early adopters, and 7.2% are innovators. 
Respondents belonging to different adopter categories may vary in their adoption behavior. Analysis of variance 
technique is used in order to analyze whether the respondents belonging to different adopter categories mentioned 
above vary in their adoption behavior. In this context the major hypothesis framed is given below; 
H4: There is no significant difference in the adoption behavior among the various categories of adopters. 
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The above hypothesis is broken into several hypotheses and tested through the various stages of the adoption 
behavior listed in previous pages. Result of the analysis is discussed below; 
In the case of importance attached to information sources results show that respondents belonging to different 
adopter categories significantly differ as regard the importance attached to the information obtained from sales 
person and friends/relatives/neighbors. 
Regarding the importance attached to media a significant difference exists between the respondent belonging to 
diflierent adopter categories in the level of importance attached to print media. 
There is no significant difference among the adopter categories as regard the importance attached to product 
variables and personal variables. In the case of market variables there is a significant difference between the adopter 
categories as regards the level of importance attached to availability of the product. 
There is no significant difference among the adopter categories as regard the importance given to method of 
evaluation and level of satisfaction. 
Key Variables Discriminating Adopters and Non-Adopters 
In order to dliscriminate between adopters (A) and non adopters (NA) of personal discriminant analysis is performed. 
Foi: this puipose data is collected from 165 respondents who have not adopted the personal computer. For the 
puipose of discrimination between adopters and non adopters select demographic variables, attitude and personality 
traits were taken into account. The demographic variables considered are gender, age, education, income occupation, 
family size, number of earning members in the family and place of origin. The personality traits considered are 
venturesome, respect, deliberate, skeptical and traditional. 
In order to discriminate the adopters and non-adopters the following methodology is followed. The mean score of 
adopters and non- adopters for all the variables identified are obtained. In order to obtain the measure of importance 
the differences in the mean score is multiplied by the standardized Canonical Discriminant Function Coefficient 
weights (Beta). This value is converted to percentage for the purpose of ascertaining the relative importance of each 
variable compared to others. Results are discussed below: 
Variables NA A Diff Beta Value % 
Gender 1.29 1.2 0.09 -0.468 0.043 8.71 
Age 3.03 3.12 -O.I 0.035 0.003 0.62 
Education 3.12 3.41 -0.3 0.538 0.158 32.4 
Income 3.11 3.54 -0.4 0.606 0.263 53.9 
Occupation 2.61 2.62 -0 -0.195 0.001 0.23 
Family size 3.01 2.98 0.03 -0.135 0.004 0.83 
No of earning members 1.48 1.56 -O.I 0.209 0.015 3.14 
Place of origin 1.85 1.83 0.02 -0.035 8E-04 0.16 
0.488 100 
Table 8: Discrimination of Adopters and Non-Adopters - Demographic variables 
Variables NA A Diff Beta Value % 
i^.ttitude 47.9 48.4 -0.5 0.281 0.13 10.5 
Venturesome 33.4 33.9 -0.5 0.35 0.188 15.3 
Respect 34.1 35.0 -0.9 0.683 0.603 49.0 
Deliberate 35.1 35.5 -0.4 0.28 0.107 8.7 
Skeptical 34.2 33.9 0.35 0.554 0.192 15.6 
Traditional 33.1 33.2 -0.1 0.11 0.01 0.81 
1.23 100 
Table 9: Discrimination of Adopters and Non-Adopters - Personality traits 
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Variables NA A Diff Beta Value % 
Gender 1.29 1.2 0.09 -0.43 0.039 3.81 
Age 3.03 3.12 -0.1 0.06 0.005 0.5 
Education 3.12 3.41 -0.3 0.508 0.149 14.7 
Income 3.11 3.54 -0.4 0.558 0.242 23.8 
Occupation 2.61 2.62 -0 -0.18 0.001 0.1 
No of members 3.01 2.98 0.03 -0.15 0.005 0.45 
No of eaming members 1.48 1.56 -0.1 0.178 0.013 1.29 
Place of origin 1.85 1.83 0.02 -0.05 0.001 0.1 
Attitude 47.9 48.4 -0.5 0.12 0.056 5.46 
Venturesome 33.4 33.9 -0.5 0.062 0.033 3.26 
Respect 34.1 35 -0.9 0.381 0.337 33.1 
Deliberate 35.1 35.5 -0.4 0.147 0.056 5.54 
Skeptical 34.2 33.9 0.35 -0.22 0.078 7.67 
Traditional 33.1 33.2 -0.1 -0.02 0.001 0.14 
1.016 100 
Table 10: Discrimination of Adopters and Non-Adopters - All Variables 
It could be seen from the table that the demographic variable- income and the personality trait - respect contributes 
more towards the discrimination of adopters and non-adopters. When demographic variables and personal variables 
are entered together, the personality trait- respect contributes more towards discriminating adopters and non-
adopters. 
Barriers to Adoption 
Understanding the reasons for non adoption of a PC would enable marketer to frame suitable strategies to convert 
the non adopters into adopters. For this purpose a set of probable reasons for non adoption of Personal computer was 
identified and responses were solicited. 
Result shows that 42% of non-adopters have not felt the need for adopting the product, 21.7% of adopters lack 
finance. For 10% of non-adopters expectation of advanced products is the reason and equal percentage has 
mentioned price related reason. 8.1% of non- adopters are satisfied with the existing product, 4.5% are not willing to 
take risk and 3.6% are doubtful about the technical features of the product. 
RECOMMENDATIONS 
The following recommendations emanate from the study; 
• Demographic profile of adopters reveal that most of them are male belonging to the age group of 26 to 45 
years, graduates and are involved in business eaming a monthly income of above Rs.20,000. While more 
concentration on this segment would be rewarding it also reveals the potential unexplored market 
consisting of consumers below the age group of 26 years. Personal computers could be customized to meet 
the affordability level of consumer having a lesser income. 
• The study reveals that the existing users play a vital role in inducing others to adopt the personal computer. 
Existing users may be assigned due significance while framing promotional strategy. 
• Analyses of the reasons for non adoption reveals that the need for product not felt in the case of majority of 
the respondents. In order to enhance the diffusion of Personal computer marketers should frame suitable 
strategies to create the need for product. 
• The discriminant analysis reveals that personality traits contributes more towards discrimination between 
adopters and non-adopters and hence developing strategies focusing on personality traits would enhance the 
adopters base. 
• Results of chi-square analysis reveals that demographic variables, personality traits and attitude are having 
influence on the various stages of adoption process. Concentration on these variables would yield 
rewarding results. 
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• Adopter categories differ in their behavior in select stages of adoption process and hence segmentation of 
market could be made on adopter categories in order to enhance the rate of adoption. 
LIMITATIONS OF THE RESEARCH 
The study has the following limitations: 
• The findings of the study are based on the responses obtained from the respondents. The responses are 
subject to personal bias. However the interview schedule has been prepared with extreme care considering 
the validity and consistency of the data. 
• The life span of the products under study was confined to nine years from the year of introduction (in the 
study area) to the study period and within that period the adopter categorization was performed. In reality 
the life span of the products are likely go beyond the specific period also. 
• The study attempts to explore the influence of select variables that include demographic variables, 
personality traits and attitudes on the adoption behavior. However there may be other variables, which 
might play a significant role in the adoption process. 
In spite of the above limitations, earnest attempt was made to analyze the adoption behavior, variables influencing 
the adoption behavior and the related aspects so as to provide meaningful contributions in the perspective of the 
problem identified for the study. 
CONCLUSION 
The market today is confronted with cornucopia of challenges and opportunities. The unfolding scenario is being 
closely watched by marketers across the globe and they are competing with each other to grasp the market share. 
This has resulted in the onset of intense competition. In order to win over the consumers, marketers are constantly 
evolving strategies. Against this setting the paper aims to provide the knowledge base needed to develop wiiming 
strategies. The study has highlighted various aspects in the adoption behavior of PC viz., the stages of adoption 
process, the influence of demographic variable, personality traits and attitude on the adoption behavior etc. 
Understanding the adoption behavior of PC would enable the marketers to design strategies to explore the new 
ho rizons resulting in sustainable success. 
DIRECTIONS FOR FURTHER RESEARCH 
Future resetirch can be attempted on the following lines: 
• It is a known fact that majority of the Indian population lives in the rural areas. An attempt can be made to 
study the adoption behavior of rural consumers. Further comparison of the adoption behavior of rural and 
urban consumers can be attempted. 
• A study on the adoption behavior of high involvement consumer items and low involvement consumer 
items will provide a valuable insight. 
• A study on the cross-cultural adoption behavior would enable the marketers to fine-tune the strategies in 
accordance to the cultural settings. 
• 
REFERENCES 
Eva Martinez et.al (1998). The acceptance and diffusion of new consumer durables: difference between 
first and last adopters. Journal of Consumer Marketing. Vol 15. No.4. pp.323-342. 
Gerald J.Tellis et.al(2003). The Intemational Takeoff of New Products: The Role of Economics, Culture 
and Cotmtn,' limovativeness. Journal of Marketing Science. Vol.22, No.2. pp 188-208. 
Jim Blythe(1999). Innovativeness and Newness in High-tech consumer durables. Journal of Product and 
Brand Management. No.5, pp. 415-427. 
Maria Saaksjarvi(2004).Consumer Evaluation of Hybrid Innovations. Publication of the Sweedish School 
of Economics and Business Administrations. Helsingfors. 
Cotnmunications of the IIMA 129 2006 Volume 6 Issue 2 
Understanding the Adoption Behavior of Indian Consumers Krishnaswamy 
Mamik G Dekimpe et.al.,(2000). Global Diffusion of Technological Innovations: A Couple-hazard 
Approach. Journal of Marketing Research. Vol. 37, Issue. 1, pp.47. 
Mary Dee Dickerson and James W Gentry(1983). Characteristics of Adopters and Non-Adopters of Home 
Computers.Joumal of Consumer Research. Vol 10. 225-235. 
Meera P Venkatraman(1991.The Impact of Iimovativeness and Innovation Type on Adoption. Journal of 
Retailing. Vol.67.No.l.51-67. 
Razzaque Mohamed Abdur(1994) .Adoption of home computers by managerial persoimel: A cross-national 
study of innovativeness. Doctoral Dissertation.University of Nerv South Wales, Australia. 1994. 
Stacy Wood et.al(2002). Psychological indicators of iimovation adoptions: Cross classification based on 
need for cognition and need for change. Joinnal of Consumer Psychology .Vol.2. No. 1. pp 1-13. 
Sultan Fareena(1987). Models of the adoption and diffusion of innovations : Some investigations and 
extensions". Doctoral Dissertation .Columbia Universtiy. 
Vijay Mahajan et.al(1990). Determination of adopter categories by using Innovation diffusion models. 
Journal of Marketing Research. Vol. XXVIl, 37-50. 
Communications of the IIMA 130 2006 Volume 6 Issue 2 
